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Abstract— The healthcare industry is shifting towards 
customer-focused similar to other service industries. 
The healthcare service providers and theorists have 
developed various measurement tools of customer 
experience (CE) to sustain the business. However, there 
are still unresolved issues related to CE measurement 
tools in the healthcare context need to be addressed. 
First, CE measurement tools still fail to capture the 
customers’ journey towards healthcare service 
experiences truly. Second, the relevant variables 
representing each phase of CE, as well as their 
interrelationships, have rarely been explored and 
examined in the healthcare service industry. Thus, this 
research aims to develop and validate a CE 
measurement model by considering the relevant 
variables by representing three phases of customers’ 
journey towards healthcare service delivery, namely 
cognitive, affective, and behaviour responses (CAB-
CE). This research was conducted at Malaysian public 
hospitals. The customers who experienced service 
delivery at Malaysian public hospitals were selected as 
the respondents. The data were gathered via a 
questionnaire sent to the respondents using the 
convenience sampling technique. In total, 215 
completed questionnaires were then proceeding to the 
data analysis stage. The structural equation modelling 
(SEM) using AMOS was performed to test the 
applicability of the model developed. SEM was also 
performed to simultaneously test the relationships 
among the variables of CE in a single model. The results 
revealed the validity and applicability of the CAB-CE 
model in measuring the CE in the healthcare service 
industry. Besides, the structural analysis has proven 
the relationships among the variables of customers’ 
journey phases. Developing a CAB-CE model is hoped 
to contribute to the improvement of the existing CE 
measurement tools, both practically and theoretically, 
within the context of healthcare service. 
                Keywords— Customer experience, service delivery, 
healthcare service industry. 
 
1. Introduction 
In the Eleventh Malaysia Plan (2016-2020), the 
service sector will continue to be the primary driver 
of economic growth. The service sector is expected 
to grow at 6.8% per annum and contribute 56.5% to 
the GDP in 2020, providing 9.3 million jobs. Under 
the framework for the New Economic Model, 
several service industries including education and 
training services, healthcare, tourism, 
telecommunication and mobile services, financial 
services, green technology, and creative industries 
have been targeted to serve as the engine of growth 
to propel and sustain the economy. As a result, this 
scenario creates a considerable challenge among 
service providers, especially the healthcare industry, 
to deliver world-class service experiences to 
customers. Healthcare is a high contact service 
industry in which the measurement of customer 
experience is challenging and scarce [1], [2], [3], [4]. 
 
The concept of customer experience (CE) has 
become increasingly important as a generic strategic 
tool for attracting and retaining the customers with 
the company [5]. Service providers have utilized 
various tools to measure CE in healthcare service 
delivery. The Net Promoter Score (NPS) is the most 
popular tool applied in healthcare companies and the 
National Health Service (NHS) to gauge the loyalty 
of companies’ patient relationships. Next, the 
Customer Experience Index (CEI) has been used to 
measure how customers assessed the ease of service 
experiences. Academic theorists have also 
developed models, indicators and scales to evaluate 
customers’ experiences in a service context, 
including healthcare. Models such as SERVQUAL 
[6], [7], [8], SERPERF [9], the Grönroos Model 
[10], and most recently the Customer Experience 
Quality (EXQ) [2] used to measure customers’ 
experiences with service delivery based on tangible 
and intangible service attributes.  
 
 Although various tools have been developed to 
gauge CE in the healthcare context, a vital issue 
needs to be highlighted; they still lack in their ability 
to capture the customers’ journey with service 
delivery truly. The criticism of CE measurement 
tools, including NPS, SERVQUAL and SERVPERF 
have been discussed among practitioners and ______________________________________________________________ 
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academicians. For instance, [11] researched the CE 
across service industries in Malaysia. The research 
concluded that the service companies need to design 
their CE approach by looking at different stages of 
customers’ journey, such as the purchase and post-
purchase stages. More precisely, the academic 
scholars concluded that a significant problem of CE 
measurement tools in service contexts including 
healthcare is failed to measure the phases of 
customers’ journey, which supposedly involves 
three phases of interaction, namely cognitive, 
affective and behavioural responses [12], [13], [14], 
[15], [16], [17], [18]. Thus, there exists a need to 
develop and validate a comprehensive model to 
measure CE towards healthcare service delivery 
throughout the real phases of customers’ journey, 
namely cognitive, affective and behavioural 
responses, or the CAB-CE model. Moreover, the 
developed CAB-CE model would specify the 
relevant variables to represent each phase of CE 
towards healthcare service delivery and examine the 
interrelationships among them. 
 
2. Literature Review 
There are growing numbers of organizations that 
implement the principles of customer experience 
(CE) including healthcare companies as a strategic 
tool to generate customer loyalty [1], [5], [19]. 
Reviews of the related literature indicated that the 
conceptualization of CE involves three different 
phases of customers’ interaction namely cognitive, 
affective and behavioural responses [12], [14], [20], 
[15], [16]. For instance; 
‘A customer experience is defined as the customer’s 
direct and indirect experience of the service 
process, the organization, the facilities, and how the 
customer interacts with the service firm’s 
representatives and other customers. These, in turn, 
create the customer’s cognitive, emotional and 
behavioural responses and leave the customer with 
memories with the experience’ ([12], p. 238). 
 
However, there is a little attempt to understand CE 
from the aspects of cognitive, affective and 
behavioural responses [21]. The need for 
understanding CE phases leads this literature search 
to the attitude model. The concept of attitude has 
provided a significant contribution in explaining the 
consumer behaviour in service context [22], [23], 
[24], [25], [26]. Attitude is defined as ‘learned 
predisposition to behave in a consistently favourable 
or unfavourable way concerning a given object’ 
([27], p. 281). The first view of human behaviour 
indicates that attitude model consists of three 
components, namely cognitive, affective, and 
conative.  The cognitive component refers to 
knowledge or beliefs about the attitude object. The 
effect is a technical term of positive or negative 
feelings. Thus, the affective component reflects 
feeling regarding the attitude object. The conative 
component reflects the behavioural tendencies 
towards the attitude object. 
 
2.1 Theories Underpinning the Customer   
Experience Phenomenon 
 
The theoretical perspective is required to explain a 
more systematic view of CE phenomenon within a 
service context. The following discusses the 
underpinning theories of CE phenomenon.  
 
i. The MEC Theory 
[28] adapted the MEC model [29] to understand the 
customer’s cognitive structure in the service context. 
Service information is retained in the customer’s 
memory at four levels of abstraction. At the lowest 
level, service attributes refer to functional benefit or 
service offered [30], [31]. At the second level of 
abstraction is service quality. Service quality is 
defined as the discrepancy between customer’s 
perceptions of services offered and their 
expectations about firms offering such services [7]. 
The customer assesses the service quality through a 
variety of attributes encompassing intangible and 
tangible elements [32]. At the third level, service 
value is defined as a cognitive trade-off between 
perceptions of quality and sacrifice made by the 
customers [33]. [29] stated that service value could 
be referred to as the perception of customer towards 
service rendered between what is received (get) and 
given. Finally, at the fourth level, personal service 
values refer to the customers’ beliefs or conceptions 
about end-goals or desirability [34].  
 
ii. The Value-Percept Disparity Theory 
According to value-percept disparity theory, 
affective phase of customers’ journey is known as 
emotional satisfaction, which is conceptualized as 
the pleasurable emotional state resulting from the 
evaluation of service as leading or achieve 
individual values [35]. This theory also claims the 
causal sequence of post-purchase cognitive-
affective processes. The emotional satisfaction is 
triggered by a cognitive, evaluative process in which 
the perceptions of services are compared to 
individual values. Although the value-percept 
disparity theory has not received much attention, its 
theoretical standpoint has guided researchers to 
extend the understanding on the customer behaviour 
regarding two crucial concepts, namely emotional 
satisfaction and values [36], [37], [38]. [39].   
 
 
iii. The Fishbein Model  
The Fishbein model postulates that behaviour can be 
predicted from the intentions that correspond in term 
of action, target, time and context) directly to that 
behaviour [40]. Researchers have pointed out that 
the behavioural intentions are the most accurate 
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indicators to predict the actual customers’ behaviour 
towards the services [41], [42], [43]. Behavioural 
intentions are conceptualized as the strength of one’s 
willingness to try while performing certain 
behaviours [44].  
 
2.2  Conceptualization of the Customer 
Experience (CE) Variables 
 
Based on the theoretical point of view, service 
delivery in the healthcare service industry is 
measured throughout the real phases of customers’ 
journey, namely cognitive, affective, and 
behavioural responses. Each phase of customers’ 
experiences is explained by the relevant variables. 
The variables are SPV, SV and SQ (cognitive 
phase); E-SAC (affective phase); and FBI 
(behavioural responses phase). Table 1 discusses the 
definition of the CE variables.  
 
Table 1 Conceptualization of the Customer Experience 
Variables 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3. Developing the CAB-CE Model  
 
The cognitive-affective-behavioural responses 
model has been widely used to explain the causal 
sequence of CE phases within the service context 
[51], [52]. However, this model still lacks the 
theoretical foundation to specify the relevant 
variables that represent each phase of CE as well as 
their interrelationships [53], [21], [14], [54], [55]. 
Thus, as illustrated in Figure 1, CAB-CE model was 
developed by integrating the theories and knowledge 
across multiple research in service areas.  
 
 
Figure 1  CAB-CE Model for Improving Service 
Delivery  in the Healthcare Industry 
 
The MEC theory postulated that service information 
is retained and evaluated in customer’s memory at 
several levels of abstraction, including personal 
service values, service value, service quality, and 
service attributes [28], [29]. Each cognitive level 
evaluates different types of service information. In 
this research, the customers’ cognitive phases are 
represented by three abstraction levels, namely SPV, 
SV and SQ. As illustrated in Figure 1, SPV is the 
highest level of customers’ cognitive structure. SPV 
refers to customers’ beliefs or conceptions about end 
goals or desirability [34]. At the intermediate level, 
SV is defined as a cognitive trade-off between the 
customers’ perceptions of quality and sacrifices 
[47]. SQ is the lowest level of customers’ cognitive 
structure. SQ is conceptualized as a customer’s 
evaluation of an excellent or superior service offered 
[29]. Drawing upon the value-percept disparity 
theory, the customers’ cognitive evaluation precedes 
emotional satisfaction (E-SAC) [35]. 
 
The relationships between the customers’ cognitive 
variables (SPV, SV and SQ) and E-SAC are rarely 
addressed in service literature. Previous studies 
indicated that SPV positively correlated with 
customer satisfaction that defines satisfaction as a 
cognitive construct [56], [28]. Although there is still 
limited research on the relationship between SPV 
and E-SAC, the researchers postulated that 
customers’ values strongly influence the customers’ 
emotions [57], [39]. The customers will be satisfied 
when service performance they experienced is 
fulfilling their values, such as self-orientation and 
social-orientation [58]. Consequently, this leads to 
the first research hypothesis, as follows: 
H1: SPV has a significant effect on E-SAC 
 
Service value can be viewed as a cognitive-based 
construct, which affects the customers’ affective 
responses [59].  Several previous empirical studies 
have indicated the positive relationship between SV 
and E-SAC [60], [61].  However, the concept of E-
SAC as an affective construct needs further 
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operationalization. This leads to the second research 
hypothesis, as follows:  
H2: SV has a significant effect on E-SAC 
 
In the previous studies, the conceptualization of SQ 
and customer satisfaction (CS) has been criticized 
because both constructs have been derived from the 
same theoretical source, namely Expectancy 
Disconfirmation Paradigm (EDP) [43]. Thus, 
investigating the concept of E-SAC might 
distinguish SQ and CS. Although there is still 
limited study on the relationship between SQ and 
customers’ emotional satisfaction, the previous 
study has highlighted that SQ is positively 
associated with E-SAC [21]. As a result, this leads 
to the third research hypothesis, as follows:  
H3: SQ has a significant effect on E-SAC 
 
The Fishbein model postulated that behavioural 
intentions are the most accurate indicators to 
measure customer behaviour [40]. In this research, 
the behavioural phase is viewed as the consequence 
of customers’ service evaluation, and it occurs 
during the post-purchase experience [27], [62]. The 
previous service research has shown that customers’ 
emotions affect their behaviour [63], [64]. The 
customers’ positive emotions will affect the 
customers’ favourable behavioural intentions (FBI), 
such as loyalty, positive word of mouth and 
willingness to pay more [63]. This leads to the fourth 
research hypothesis, as follows:  
H4: E-SAC has a significant effect on FBI 
 
Researchers affirmed that personal values lead to 
customers’ favourable behavioural intentions [65], 
[66]. The previous empirical research in service 
sector revealed that SPV positively affects the FBI 
[67], [68]. Consequently, it is hypothesized that:  
H5: SPV has a significant effect on FBI 
 
Researchers claimed that SV is a crucial driver that 
leads to customers’ behavioural intentions [69]. 
Although research on this topic is still limited, the 
researchers asserted that SV positively affects 
favourable outcomes such as loyalty [70], [36]. 
Thus, this leads to the sixth research hypothesis, as 
follows:  
H6: SV has a significant effect on FBI 
 
[62] in seminal research, asserted that improving SQ 
might increase customers’ favourable behavioural 
intentions. The previous empirical research has 
indicated that SQ has a positive effect on FBI, 
including a willingness to recommend to others and 
positive word-of-mouth communications [71], [72]. 
As a result, this leads to the following research 
hypothesis:  
H7: SQ has a significant effect on FBI 
 
4. Methodology 
 
4.1 Population and Sample 
 
This research was conducted at Malaysian public 
hospitals. To date, there are about 139 registered 
public hospitals in Malaysia [73]. The public 
hospitals are accessible to all legal residents of 
Malaysia, funded by the government, to provide 
low-cost universal and comprehensive services. This 
research involves customers who experienced 
service delivery at Malaysian pubic hospitals. 
According to the data released by the United Nations 
in 2018, the total population of Malaysia residents is 
32,042,458. Thus, referring to [74], 384 respondents 
is the best sample size to generalize a considerable 
number of populations. The convenience sampling 
technique was employed due to the vast population 
where it is impossible to include each respondent. 
 
4.2 Instrumentation 
 
In this research, the variables including SPV, SV, 
SQ, E-SAC and FBI were measured based on the 
adapted scales with appropriate modifications 
relevant to the healthcare setting. This research 
adopted the SERPVAL scale by [28] to measure 
personal service values. SERPVAL is a 
multidimensional scale developed to measure the 
customers’ cognitive evaluation of their service 
experience based on their values. SERPVAL was 
operationalized using three dimensions, namely 
personal values, peaceful life (SVPL), personal 
values, social recognition (SVSR), and personal 
values social integration (SVSI). Twelve adapted 
SERPVAL items were used to assess the customers’ 
experience with healthcare service delivery in term 
of individual personal values. In this research, SV 
was operationalized as a cognitive trade-off between 
the benefits customers obtain from services such as 
quality, and the sacrifices in obtaining the services 
such as price, time, and efforts. Four adapted items 
were used to assess the SV [29], [33]. These items 
were modified for the healthcare context.  
 
In        In this research, the SERVQUAL model was 
operationalized to measure service quality [6], [7], 
[8]. Twenty-two items extracted from the 
SERVQUAL scale were used to measure different 
aspects of the healthcare service industry. These 
items were categorized into five dimensions, namely 
tangibles, assurance, empathy, responsiveness, and 
reliability. Modifications were made as the items 
were generated and validated within the healthcare 
context. This research adopted the positive 
emotional scales developed by [39] and [49]. 
Emotional satisfaction (E-SAC) was conceptualized 
as the positive customer feeling (pleasurable 
emotional stated) towards the experience provided 
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by healthcare services. The adapted emotional 
satisfaction items include happy, hopeful, positive 
surprised, pleasant, satisfied, and enjoyable. In this 
research, four adapted items from [62] were used to 
assess the customers’ willingness to behave 
favourably as a result of service experience. The 
wording of these items was modified for the 
healthcare context.  
 
4.3 Pilot Test  
 
A total of 100 customers who experienced service 
delivery at Malaysian public hospitals were selected 
non-randomly to participate in the pilot test.  
Cronbach’s alpha was assessed to determine the 
internal consistency of each scale. A commonly used 
threshold for reliability acceptance is Cronbach’s 
alpha values  0.70 [75]. The results revealed that 
all investigated variables, namely SPV, SV, SQ, E-
SAC, and FBI, achieved internal consistency with 
Cronbach’s alpha values  0.70. 
 
4.4 Data Collection  
  
In this research, data collection was conducted in 
three Malaysian public hospitals, namely Hospital 
Kuala Lumpur, Hospital Tengku Ampuan Afzan, 
and Hospital Melaka. This research was targeted to 
select 384 customers from the vast population of 
Malaysian residents who experienced service 
delivery at Malaysian public hospitals. The 
questionnaires were distributed at locations in the 
hospitals with a lot of customers passing by, such as 
lobby and cafeteria, where it would be easy to invite 
them to take part in the research. The customers 
were invited to take part in this research until the 
targeted sample size was reached. After conducting 
the Exploratory Data Analysis (EDA) and removing 
the incomplete questionnaires, about 215 completed 
questionnaires were proceed to data analysis.  
 
4.5 Data Analysis 
 
The structural equation modelling (SEM) was 
performed to empirically test the developed 
hypotheses [76], [77], [78]. The following discusses 
the steps of SEM applied in this research. 
i. The Measurement Model Analysis 
SEM is a confirmatory technique that assesses 
whether the items measure their underlying 
latent construct using Confirmatory Factor 
Analysis (CFA). CFA can assess the validity 
and reliability of a measurement model. The 
following discusses the requirement for validity 
and reliability: 
i. The requirement for validity 
● Convergent Validity: AVE  
0.50 
● Construct Validity: All Fitness 
indices for the model must meet 
the required level as shown in 
Table 2 
ii. The requirement for reliability 
● Internal Reliability: Cronbach’s 
Alpha  0.70 
AVE =  
CR =  
                Notes: = factor loading of every item; = 
number of items in a model 
 
Table 2 Index Category and Level of Acceptance 
 
i. The Structural Analysis 
The structural model tests the relationship 
between investigated variables [77]. It specifies 
how particular latent variables directly or 
indirectly influence changes in the values of 
certain other latent variables in the model. As 
illustrated in Figure 1, seven direct paths 
connect two latent variables that linked 
theoretically by a hypothesis. Two steps 
involved in analyzing the structural model. 
First, the structural model fit is assessed to 
ensure that the model fits the data well. Second, 
the structural relationships are examined to 
assess whether the hypotheses are supported 
with theoretical expectation [78].  
 
5. Results  
 
5.1 Demographic Profile of Respondents 
 
The descriptive analysis revealed that 59.5% of 
customers who participated in this research were 
female, and 40.5% were male. This indicated the 
female customers have higher participation as 
compared to male customers. Most of the customers 
who participated in this research were in the 31-40 
years age group. 59.5% of customers were married. 
The detailed demographic results also revealed that 
21% of customers who participated in this research 
had completed at least secondary education. 
Besides, 66% of customers who participated in this 
research were government servants 
 
5.2 Pooled CFA result 
 
The      The of pooled CFA model was performed to assess 
the validity and reliability of all investigated 
variables in a single model [79]. Besides, this 
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method can address the issue of the model that has 
less than four items, also known as ‘identification 
issue’. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2 Pooled CFA Measurement Model 
 
As shown in Figure 2, the result of fitness indices of 
the pooled CFA model are as follows: 
=1175.822; =1.729; TLI=0.855; CFI=0.867 
and RMSEA=0.082. Although TLI=0.855 ≈ 0.90 
and CFI=0.867 ≈ 0.90 were approximately reached 
the required level (TLI > 0.90 and CFI > 0.90), these 
indices are categorized in good fit indices. 
According to [80], for a complex model, the index 
values such as TLI and CLI between 0.80 and 0.90 
is categorized in a good fit index.  Table 3 reports 
the results of validity and reliability of pooled CFA 
model. All investigated variables had achieved the 
requirement of validity and reliability. In 
conclusion, the developed CAB-CE model is valid 
and capable to measure the customer experience 
towards service delivery in the healthcare industry.  
Table 3 Validity and Reliability Results 
 
5.3  Structural Model 
 
The specific objective of this research is to examine 
the causal effects among variables of customer 
experience with service delivery at Malaysian public 
hospitals. Based on the theoretical perspectives, 
seven direct hypotheses were developed and 
subsequently tested using the structural analysis. 
The structural analysis was performed to test the 
direct hypotheses simultaneously in a single model. 
Figure 3 illustrates the result of standardized 
regression estimates for the structural model.  
The fit indices had achieved the required level, as 
follows: =1175.822; =1.729; TLI=0.855 
≈ 0.90; CFI=0.867≈ 0.90, and RMSEA=0.082. This 
indicates that the data fits the developed model well. 
The following discusses the results of hypotheses 
testing. 
● H1: SPV has a significant effect on E-SAC. This 
hypothesis was supported. 
● H2: SV has a significant effect on E-SAC.   This 
hypothesis was supported. 
● H3: SQ has a significant effect on E-SAC.   This 
hypothesis was supported. 
● H4: E-SAC has a significant effect on the FBI. 
This hypothesis was supported. 
● H5: SPV has a significant effect on the FBI. This 
hypothesis was not supported. 
● H6: SV has a significant effect on the FBI.  This 
hypothesis was not supported. 
● H7: SQ has a significant effect on the FBI. This 
hypothesis was not supported. 
 
 
Figure 3 the Structural Analysis 
 
6. Discussion and Conclusion 
 
The general objective of this research was to develop 
a model of cognitive, affective and behavioural 
response of customer experience (CAB-CE) for 
measuring service delivery in the healthcare 
industry. The results of the structural model 
demonstrated that fit indices achieved the required 
level. This indicates the validity of the model 
developed that comprises the relevant variables 
representing three phases of customer interaction, 
including cognitive, affective and behavioural 
responses. The cognitive phase is represented by 
three relevant variables, including Service Personal 
Values (SPV), Service Value (SV) and Service 
Quality (SQ). The affective phase is represented by 
Emotional Satisfaction (E-SAC), and behavioural 
phase is represented by Favorable Behavioral 
Intentions (FBI).  
 
The specific objective of this research is to test the 
causal relationships among the customer experience 
variables, including SPV, SV, SQ, E-SAC and FBI. 
The direct hypotheses were simultaneously tested 
through structural analysis. The results revealed that 
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H1, H2, H3, and H4 were supported. However, H5, 
H6, and H7 were not supported. Concerning the 
effect of customers’ cognitive levels on E-SAC, 
SPV had the highest effect on E-SAC as compared 
to other levels (SV and SQ). As stated by [39] and 
[57], the customers’ values have a substantial effect 
on their emotions. The customers who experienced 
the service delivery at Malaysian public hospitals 
believed that the personal values able to trigger their 
positive emotions, such as the ability of service 
delivery allows the customers to achieve amity in 
life and gain more respect from others.  
 
The findings of this research revealed that SQ also 
plays an essential role in evaluating the customers’ 
emotional satisfaction towards healthcare service 
delivery. According to [81], customers who 
experienced higher SQ tend to experience more 
positive emotions. Thus, the Malaysian public 
hospitals must deliver quality services that meet the 
customers’ standards and demands. This research 
uncovers the aspects of service quality in which the 
service providers at Malaysian public hospital need 
to concentrate on, including the ability in delivering 
the quality of infrastructure, assurance in providing 
the knowledgeable and skilled employees, concerns 
with disabling patients, giving fast response to the 
customers. However, the effect of SV on E-SAC 
postulated a contradictory result. The result revealed 
that SV has a negative effect on E-SAC. This means 
the higher the sacrifices made by the customers, the 
more negative their emotions is towards service 
experience.  
 
The result of hypothesis testing indicated that E-
SAC has a positive and significant effect on the FBI. 
This suggests that customers’ positive emotions lead 
to favourable behavioural intentions. The customers 
who experienced positive emotions with healthcare 
service delivery tend to say positive things about the 
service provided, recommend the present public 
hospital to others, and remain loyal to the public 
hospital. Therefore, the service providers at 
Malaysian public hospitals should focus on the 
customers’ positive emotions, such as the extent to 
which they feel happy, pleasant, and enjoyable with 
the service experiences. The findings of data 
analysis demonstrated that the customers’ cognitive 
levels, namely SPV, SV, and SQ, had no direct 
effects on the FBI. This finding is strongly supported 
by the theoretical perspective, where the customers’ 
cognitive levels have the significant effects on FBI 
through E-SAC, as suggested by the cognitive-
affective-behavioral model [51], [52]. It would be 
more valuable if the future researchers can 
investigate the mediator role of E-SAC in explaining 
the relationship between the customers’ cognitive 
levels and FBI. 
 
Research Limitations and Suggestions for Future 
Research  
This research has some limitations that could 
suggest directions for future research. This research 
was conducted in the selected Malaysian public 
hospitals. Consequently, the generalizability of the 
data to represent the customers in the Malaysian 
healthcare industry institutions is somehow limited. 
The customer experience model developed in this 
research could serve as a base to understand how the 
customers are experiencing the healthcare service. 
Therefore, it is suggested that for future research to 
expand the scope of the research and increase the 
sample size, which covers all Malaysian public 
hospitals.  In this research, customers who 
experienced service delivery at Malaysian public 
hospitals were selected as the sample. However, past 
literature has claimed that different groups of 
respondents may experience the service in different 
ways [1], [26], [82], [83], [84]. Although all patients 
undergo the same service processes, evidence 
suggests that the customers who experienced the 
service at private hospitals place higher demands 
compared to public hospitals. Therefore, it is 
recommended to conduct comparative research 
between the customer experience at public and 
private hospitals to highlight similarities and 
differences between customer groups. The specific 
objective of this research is to examine the direct 
relationships among customer experience variables, 
namely, SPV, SV, SQ, E-SAC and FBI. In addition 
to direct relationships, this research revealed the role 
of E-SAC as a mediating variable in explaining the 
path between the customers’ cognitive levels (SPV, 
SV and SQ) and FBI. Therefore, future research 
should investigate this particular issue. 
 
Acknowledgement 
 
This paper is based on the research project entitled 
Developing a Cognitive, Affective and Behavioral 
Responses of Customer Experience (CAB-CE) 
Model for Improving Service Delivery in the 
Healthcare Industry. The authors would like to 
extend their gratitude to the Research Management 
and Innovation Centre (RMIC), Universiti 
Pendidikan Sultan Idris, Perak, Malaysia for the 
University Research Grant (Code 2017-0198-106-
01) that helped fund the research. 
 
 
References 
 
[1] Bitkina, O. V., Kim, H. K., & Park, J. 
“Usability and user experience of medical 
devices: An overview of the current state, 
analysis methodologies, and future 
challenges”, International Journal of Industrial 
Int. J Sup. Chain. Mgt   Vol. 9, No. 2, April 2020 
 
259 
Ergonomics, Vol. 76, No. March 2020, pp. 
102932, 2020 
[2] Kashif, M., Samsi, S. Z. M., Awang, Z., & 
Mohamad, M. “EXQ: measurement of 
healthcare experience quality in Malaysian 
settings: A contextualist perspective”. 
International Journal of Pharmaceutical and 
Healthcare, Vol. 10, No. 1, pp. 27–47, 2016. 
[3] Jaakkola, E., Helkkula, A., Aarikka-Stenroos, 
L., Kandampully, J. &  Duddy, R. “Service 
experience co-creation: conceptualization, 
implications, and future research directions”, 
Journal of Service Management,  Vol. 26, No. 
2, pp. 182-205, 2015. 
[4] John, J., Yatim, F.M. & Mani, S.A. 
“Measuring service quality of public dental 
health care facilities in Kelantan, Malaysia”, 
Asia-Pacific Journal of Public Health. Vol. 23, 
No. 5, pp. 742-753, 2011.  
[5] Shaw, C., Dibeehi, Q., & Walden, S. Customer 
Experience: Future Trends and Insights. 
United Kingdom: Palgrave Macmillan, 2010 
[6] Parasuraman, A., Zeithaml, V. A., & Berry, L. 
L. “A conceptual model of service quality and  
 its implications for future research”, Journal 
of Marketing, Vol. 49, No. Fall 1985, pp. 41–
50, 1985. 
[7] Parasuraman, A., Zeithaml, V. A., Berry, L. L. 
"SERVQUAL: A multiple-item scale for 
measuring consumer perceptions of service 
quality", Journal of Retailing, Vol. 64, No. 1, 
pp. 12–40, 1988. 
[8] Parasuraman, A., Zeithaml, V. A., Berry, L. L. 
"Refinement and reassessment of the 
 SERVQUAL scale", Journal of Retailing, Vol. 
4, No. Winter 1991, pp. 420–450, 1991. 
[9] Cronin, J. J., & Taylor, S. A. "Measuring 
quality : a reexamination and extension", 
Journal of Marketing, Vol. 56, No. 3, pp. 55–
68, 1992.. 
[10] Grönroos, C. "A service quality model and its 
marketing implications", European Journal of 
Marketing, Vol. 18, No. 4, pp. 36–44, 1984.  
[11] Frost & Sullivan.  Malaysia Customer 
Experience Index in Banking, Telecoms & 
Insurance Sectors. 
https://ww2.frost.com/news/press-
releases/frost-sullivan-malaysia, 2016. 
[12] Walter, U., Edvardsson, B., & Öström, Å. 
"Drivers of customers’ service experiences: A 
study in the restaurant industry", Managing 
Service Quality, Vol. 20, No. 3, pp. 236–258, 
2010. 
[13] Ng, I. C. L., & Frobes, J. "Education as a 
service: the understanding of university 
experience through the service logic", Journal 
of Marketing for Higher Education, Vol 19, 
No. 1, pp. 38–64, 2009.  
[14] Verhoef, P. C., Lemon, K. N., Parasuraman, 
A., Roggeveen, A., Tsiros, M., & Schlesinger, 
L. A. "Customer experience creation: 
Determinants, dynamics and management 
strategies", Journal of Retailing, Vol. 85, No. 
1, pp. 31–41, 2009. 
[15]  Edvardsson, B., Enquist, B., & Johnston, R. 
"Cocreating customer value through 
hyperreality in the pre-purchase service 
experience", Journal of Service Research, Vol. 
8, No. 2, pp. 149–161, 2005. 
[16] LaSalle, D., & Britton, T. A. Priceless: 
Turning Ordinary Products into Extraordinary 
experiences. Boston: Harvard Business School 
Press, 2003. 
[17] Johnston, R., & Clark, G. Service Operations 
Management: Improving Service Delivery. 
London: Prentice-Hall, 2001. 
[18] Schmitt, B. H. Experiential Marketing: How to 
Get Customers to Sense, Feel, Think, Act and 
Relate to Your Company and Brands. Free 
Press, New York, 1999. 
[19] Mascarenhas, O. A., Kesavan, R., & 
Bernacchi, M. "Lasting customer loyalty: a 
total customer experience approach", Journal 
of Consumer Marketing, Vol. 23, No. 7, pp. 
397–405, 2006. 
[20] Meyer, C., & Schwager, A. "Understanding 
customer experience", Harvard Business 
Review, pp. 1–11, 2007. 
[21] Palmer, A. "Customer experience 
management: a critical review of an emerging 
idea", Journal of Services Marketing, Vol. 24, 
No. 3, pp. 196–208, 2010. 
[22] Grace, D., & O’Cass, A. "Examining service 
experiences and post-consumption 
evaluations", Journal of Services Marketing, 
Vol. 18, No. 6, pp. 450–461, 2004. 
[23] Ki, E. J., & Hon, L. C. "Causal linkages among 
relationship quality perception, attitude, and 
behaviour intention in a membership 
organization", Corporate Communications: 
An International Journal, Vol. 17, No. 2, pp. 
187–208, 2012. 
[24] Kwun, D. J. W. "Effects of campus foodservice 
attribute on perceived value, satisfaction, and 
consumer attitude: A gender-difference 
approach",  International Journal of Hospitality 
Management, Vol. 30, No. 2, pp. 252–261, 
2011. 
[25] Han, H., & Kim, Y. "An investigation of green 
hotel customers’ decision formation: 
Developing an extended model of the theory of 
planned behaviour", International Journal of 
Hospitality Management, Vol. 29, No. 4, pp. 
659–668, 2010. 
[26] Usak, M., Kubiatko, M., Shabbir, M. S., 
Viktorovna Dudnik, O., Jermsittiparsert, K., & 
Rajabion, L. "Health care service delivery 
based on the Internet of things: A systematic 
and comprehensive study", International 
Int. J Sup. Chain. Mgt   Vol. 9, No. 2, April 2020 
 
260 
Journal of Communication Systems, Vol. 33, 
No. 2, pp. 4179, 2020. 
[27] Wilkie, W. L. Consumer Behavior (3rd eds.). 
United States of America: John Wiley & Sons, 
Inc., 1994.  
[28] Lages, L. F., & Fernandes, J. C. "The 
SERPVAL scale: A multi-item instrument for 
measuring personal service values", Journal of 
Business Research, Vol. 58, No. 11, pp. 1562–
1572, 2005.  
[29] Zeithaml, V. A. "Consumer perceptions of 
price, quality, and value: A means-end model 
and synthesis of evidence", Journal of 
Marketing, Vol. 52, No. 3, pp. 2–22, 1988. 
[30] Olson, J. C. & Reynolds, T. Advertising and 
Consumer Psychology. Lexington (MA): 
Lexington Books, 1983.  
[31] Young, S., & Feigin, B. "Using the benefit 
chain for improved strategy formulation", 
Journal of Marketing, Vol. 39, No. 3, pp. 72–
74, 1975.  
[32] Gutman, J. "Exploring the nature of linkages 
between consequences and values", Journal of 
Business Research, Vol. 22, No. 2, pp. 143–
148, 1991.  
[33] Cronin, J. J., Brady, M. K., Brand, R. R., Jr, R. 
H., & Shemwell, D. J. "A cross-sectional test 
of the effect and conceptualization of service 
value", Journal of Service Marketing, Vol. 11, 
No. 6, pp.  375–391, 1997. 
[34] Rokeach, M. The Nature of Human Values. 
New York: The Free Press, 1973.  
[35] Westbrook, R. A., & Reilly, M. D. "Value-
percept disparity: an alternative to 
disconfirmation of expectations theory of 
satisfaction", Advances in Consumer 
Research, Vol. 10, pp. 256–261, 1983 
[36] Chen, C. F. "Investigating structural 
relationships between service quality, 
perceived value, satisfaction, and behavioural 
intentions for air passengers: Evidence from 
Taiwan", Transportation Research Part A: 
Policy and Practice, Vol. 42, No. 4, pp. 709–
717, 2008.  
[37] Gooding, S. K. S. "Quality, sacrifice, and value 
in hospital choice", Journal Health Care 
Marketing, 15(4), 24–31, 1995. 
[38] Taylor, S. A., & Baker, T. L. "An assessment 
of the relationship between service quality and 
customer satisfaction in the formation of 
consumers’ purchase intentions", Journal of 
Retailing, Vol. 70, No. 2, pp. 163–178., 1994 
[39] Westbrook, R. A., & Oliver, R. L. "The 
dimensionality of and consumer consumption 
emotion satisfaction patterns", Journal of 
Consumer Research, Vol. 18, No. 1, pp. 84–91, 
1991.  
[40] Azjen, I., & Fishbein, M. Understanding 
Attitudes and Predicting Social Behavior. 
Eaglewood Cliffs, NJ: Prentice-Hall, 1980. 
[41] Salazar, A., Costa, J., & Rita, P. "A service 
quality evaluation scale for the hospitality 
sector: Dimensions, attributes and 
behavioural intentions", Worldwide 
Hospitality and Tourism Themes, Vol. 2, No. 
4, pp. 383–397, 2010.  
[42] Smith, A., & Reynolds, N. "Affect and 
cognition as predictors of behavioural 
intentions towards services", International 
Marketing Review, Vol. 26, No. 6, pp. 580–
600, 2009. 
[43] Baker, D. A., & Crompton, J. L. "Quality, 
satisfaction and behavioural intentions", 
Annals of Tourism Research, Vol. 27, No. 3, 
pp. 785–804, 2000. 
[44] Ajzen, I. "The theory of planned behaviour", 
Organizational Behavior and Human Decision 
Processes, Vol. 50, No. 2, pp.  179–211, 1991.  
[45] Kahle, L. R. Social Values and Social Change: 
Adaptation to Life in America. New York:  
Praeger publishing, 1983. 
[46] Mitchell, A. The Nine American LifeStyles. 
New York: Warner, 1983.  
[47] Ledden, L., Kalafatis, S. P., & Samouel, P. 
"The relationship between personal values and 
the perceived value of education", Journal of 
Business Research, Vol. 60, No. 2007, pp. 
965–974, 2007.  
[48] Yu, Y., & Dean, A. "The contribution of 
emotional satisfaction to consumer loyalty", 
International Journal of Service Industry 
Management, Vol. 12, No. 3, pp. 234–250, 
2001.  
[49] Liljander, V., & Strandvik, T. "Emotions in 
service satisfaction", International Journal of 
Service Industry Management, Vol. 8, No. 2, 
pp. 148–169, 1997. 
[50] Zeithaml, V. A., Berry, L. L., & Parasuraman, 
A. "The behavioural consequences of service 
quality", Journal of Marketing, Vol. 60, No. 
April, pp. 31–46, 1996. 
[51] Oliver, R. L. Satisfaction: A Behavioral 
Perspective on the Consumer. Boston, MA: 
Irwin-McGraw-Hill, 1997. 
[52] Bagozzi, R. P. "The self-regulation of attitudes, 
intentions and behaviour", Social Psychology 
Quarterly, Vol. 55, No. 2, pp. 178–204, 1992. 
[53] Johnston, R., & Kong, X. "The customer 
experience: a road-map for improvement", 
Managing Service Quality, Vol. 21, No. 1, pp. 
5–24, 2011. 
[54] Drotskiie, A. "Customer experience as a 
strategic differentiator in retail banking", 
Global Business & Technology Association, 
pp. 362–368, 2009. 
[55] Gentile, C., Spiller, N., & Noci, G. "How to 
sustain the customer experience: An overview 
of experience components that co-create value 
with the customer", European Management 
Journal, Vol. 25, No. 5, pp. 395–410, 2007. 
Int. J Sup. Chain. Mgt   Vol. 9, No. 2, April 2020 
 
261 
[56] Thuy, P. N., & Hau, L. N. "Service personal 
values and customer loyalty: a study of 
banking services in a transitional economy", 
International Journal of Bank Marketing, Vo;. 
28, No. 6, pp. 465–478, 2010.  
[57] Laverie, D. A., Kleine III, R. E., & Kleine, S. 
S. "Linking the emotions and values in 
consumption experiences: an exploratory 
study", Advances in Consumer Research, Vol. 
20, No. 1, pp. 70–75, 1993. 
[58] Khademalomoum, S. Effect of Service 
Personal Values on Evaluation of Higher 
Education Service. Doctoral thesis, Eastern 
Mediterranean University, North Cyprus, 
2011.  
[59] Oliver, R. L. "Cognitive, affective, and 
attribute bases of the satisfaction responses", 
Journal of Consumer Research, Vol. 20, No. 
December 1993, pp. 418–430, 1993.  
[60] Chiou, J. S. "The antecedents of consumers’ 
loyalty toward internet service providers",  
Journal of Information & Management, Vol. 
41, No. 2004, pp. 685–695, 2004.  
[61] Lam, S. Y., Shankar, V., Erramilli, M. K., & 
Murthy, B. "Customer value, satisfaction, 
loyalty, and switching costs: An illustration 
from a business-to-business service context", 
Journal of the Academy of Marketing Science, 
Vol. 32, No. 3, pp. 293–311, 2004. 
[62] Ryu, K., Lee, H.-R., & Kim, W. G. "The 
influence of the quality of the physical 
environment, food, and service on restaurant 
image, customer perceived value, customer 
satisfaction, and behavioral intentions",  
International Journal of Contemporary 
Hospitality Management, Vol. 24, No. 2, pp.  
200–223, 2012.  
[63] White, C., & Yu, Y. T. "Satisfaction emotions 
and consumer behavioural intentions", Journal 
of Services Marketing, Vol. 19, No. 6, pp. 411–
420, 2005.  
[64] Hicks, J. M., Behe, B. K., Page, T. J., Dennis, 
J. H., & Fernandez, R. T. "Delighted 
consumers buy again", Journal of Customer 
Satisfaction, Dissatisfaction and Complaining 
Behavior, 18(5), 94–104, 2005.  
[65] Carlson, D. S., & Kacmar, K. M. "Work-family 
conflict in the organization: Do life role values 
make a difference?", Journal of Management, 
Vol. 26, No. 5, pp. 1031–1054, 2000.  
[66] Corfman, K. P., Lehmann, D. R., & Narayan, 
S. "Values, utility and ownership: Modeling 
the relationship for consumers durables", 
Journal of Retailing, Vol. 67, No. Summer, pp.  
184–204, 1991.  
[67] Linh, N. T. C., & Thuy, P. N. "Different paths 
from personal service values to customer 
loyalty: a study of retail banking services" 
World Business Economics and Finance 
Proceedings, Thailand, 2011. 
[68] Marandi, E., Little, E., & Sekhon, Y. "The 
impact of personal values on the perception of 
service provider empathy and customer 
loyalty", The Business Review, Vol. 5, No. 2, 
pp. 339–343, 2006. 
[69] Brady, M. K., & Robertson, C. J. "Searching 
for a consensus on the antecedent role of 
service quality and satisfaction: An 
exploratory cross-national study". Journal of 
Business Research, Vol. 51, No. 1, pp. 53–60, 
2001. 
[70]  Wang, C. "Service quality, perceived value, 
corporate image, and customer loyalty in the 
context of varying levels of switching costs", 
Psychology and Marketing, Vol. 27, No. 3, pp. 
252–262, 2010.  
[71] Lee, C. K., Yoon, Y. S. & Lee, S. K. 
"Investigating the relationships among 
perceived value, satisfaction, and 
recommendations: The case of the Korean 
DMZ", Tourism Management, Vol. 28, No. 1, 
pp. 204–214, 2007 
[72] Alexandris, K., Dimitriadis, N., & Markata, D. 
"Can perceptions of service quality predict 
behavioural intentions? An exploratory study 
in the hotel sector in Greece", Managing 
Service Quality, Vol. 22, No. 4, pp. 224–231, 
2002.  
[73] Ministry of Health Malaysia. 
http://www.moh.gov.my. 
[74] Krejcie, R. V, & Morgan, D. W. "Determining 
sample size for research activities", 
Educational & Psychological Measurement, 
Vol. 30, pp. 607–610, 1970. 
[75] Nunnally, J. Psychometric Theory. New York: 
McGraw-Hill, 1978.  
[76] Kline, R. B. Principles and Practice of 
Structural Equation Modeling (3rd  ed.). New 
York: The Guilford Press, 2011. 
[77] Byrne, B. M. Structural Equation Modeling 
with AMOS: Basic Concepts, Applications and 
Programming (2nd ed.). New Jersey: Lawrence 
Erlbaum Associates, Inc., 2010. 
[78] Hair, J. F., Black, W. C., Babin, B. J., & 
Anderson, R. E. Multivariate Data Analysis 
(7th Eds.). Upper Saddle River, NJ: Prentice 
Hall, Inc, 2010. 
[79] Zainudin, A. Structural Equation Modeling 
Using AMOS. UiTM, 2012.  
[80] Mbelwa, L. "Factors influencing the use of 
accounting information in Tanzanian local 
government authorities", The Public Sector 
Accounting, Accountability, and Auditing in 
Emerging Economies: Research in Accounting 
in Emerging Economics, Vol. 15, pp. 143-177, 
2015. 
[81] Wong, A. "The role of emotional satisfaction 
in service encounters", Managing Service 
Quality, Vol. 14, No. 5, pp. 365–376, 2004. 
Int. J Sup. Chain. Mgt   Vol. 9, No. 2, April 2020 
 
262 
[82]  Mavondo, F. T., Tsarenko, Y., & Gabbott, M. 
"Education international and local student 
satisfaction: resources and capabilities 
perspective", Journal of Marketing for Higher 
Education, Vol. 14, No. 1, pp. 37–41, 2008. 
[83] Ramsay, S., Barker, M., & Jones, E. 
"Academic adjustment and learning processes: 
A comparison of international and local 
students in the first-year university" Higher 
Education Research & Development, Vol. 18, 
No. 1, pp. 129–144, 1999.  
[84] Hasbollah, H.R., Nazaruddin, M. Y., and 
Nawi, M.N.M. "The green and sustainable 
care facilities of elderly care home: An 
Exploratory Study of Rumah Seri Kenangan 
Cheras, Selangor" Indian Journal of Public 
Health Research and Development, 9(11), 
1430-1439, 2018. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
